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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets, Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 
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CALL THE 
MILLER FREEMAN MAN 





FOR WORLD-WIDE 
MARKET DATA, 


RECENT AND RIGHT 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(North America) 





February 














PULP & PAPER 

INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
cation to Pulp & Paper 
(North America). 


MILLER FREEMAN PUBLICATIONS 


INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 
CA 2-1314 


Los Angeles 65, Calif. 
3501 Eagle Rock Bivd. 
CL 5-7194 


Vancouver 3, B.C. 
402 Pender St. 


San Francisco 5, Calif. 
500 Howard St. 
EX 7-1881 


Seattle 4, Washington 
71 Columbia St. 
MA 2-1626 


Cleveland 3, Ohio 
4500 Euclid Ave. 


Chicago 26, Illinois 
1791 Howard St. 
RO 5-3420 


New York 17, N.Y. 
370 Lexington Ave. 
MU 3-9294 


London W. 1, England 
130 Crawford St. 


EX 1-4180 MU 5-7287 WEL 3624 
Koln-Merheim, West Germany 
28, Attendorner Str. Phone: 871752 





Keil 
AS 


sie 


Lo SiR tol ait 


sate EY 


eyes 


EE PEE Si 


ee eke: 





A PICTORIAL ATLAS 
FOR THE SPACE AGE 


a unique opportunity for international advertisers: 
the 200-page special issue of 
LIFE INTERNATIONAL and LIFE EN ESPANOL: 


CG in on the most exciting event in the 15-year history of LIFE 
International Magazines—a special issue based on the new 
LIFE-Rand McNally Pictorial Atlas of the World. 


Picture your advertising in this setting: 

e Some 200 pages—more than 100 edit pages in four-color... the 
most color in any issue of any magazine. 

e Global projections of the continents...a space-age view 


¢ Color photographs that capture the geographical essence of our 
variegated planet—jungles, deserts, cities, ice-clad mountains, 
fertile plains and great waterways. 

e Photographs that help you understand the problems of the peo- 
ple who inhabit the far corners of the earth. 

e Original articles full of fascinating facts about man and his planet. 


Past special issues have attracted an average 19% bonus circu- 
lation. This issue is likely to do even better...to be read, kept and 
reread by its world-wide, world-wise readers—your best customers 
abroad. That's why it’s a particularly good starting point for your 
1962 campaigns. Call your LIFE International Editions’ representa- 
tive or write Robert S. Smith, Advertising Director, LIFE Interna- 
tional Editions, Rockefeller Center, New York 20, N. Y. 





ISSUE DATES: 


LIFE INTERNATIONAL LIFE EN ESPANOL 


(Including European 
regional edition) 


January 29, 1962 
Color closing—Nov. 20, 1961 
B&W closing—Dec. 4, 1961 





(including Mexican and 
Caribbean regiona/ editions) 


January 22, 1962 
Color closing—Nov. 6, 1961 
B&W closing—Nov. 20, 1961 














ROCKEFELLER CENTER 
NEW YORK 20, N.Y. 


LIFE 


oa: 


EN ESPAWOL 


where telling the world means selling the world 


INTERNATIONAL 








HIGHLIGHT FACTS 





% % 
European | Pacific 

Readers per copy 6.1 75 
Officer, Director or 

Partner of Company 42.2 50.1 
Own Car 74.2 57.1 
Travel Outside Country: 

Business 47.0 315 

Vacation 71.8 34.5 
Hold Securities 73.3 | 689 
Own Room Air Conditioner Hd 29.3 





Send for your free copy of “The Readers” 
(Newsweek Pacific or Newsweek European) 





...another reason why it’s good business 


to sell via Newsweek Internationa 


You judge a magazine’s ability to help you sell your product 
or service on three counts: 1) The nature of the editorial ’ 
content. 2) The number and location of your prospective 


buyers who read the magazine. 3) The characteristics of 


these prospective buyers. 


The highlight facts above and at the left have been taken | 
from one of the most careful and exacting f 
pieces of international media research f 


ever made. It is apparent that the audience f 


+ 


constitutes one of the most effective | 


_ 
Newsweek markets, in terms of caliber ant 


size, you could ever seek 


NEWSWEEK 






A basic International advertising force 


drawn to Newsweek Internationa f 































PACIFIC 
AVERAGE 
INCOME 
$10,673 


EUROPEE 
AVERAG 
INCOME | 
$10, 98 
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THE 
INTERNATIONAL 
ADVERTISER 


Published 12 times a year by the International 
Advertising Association. Subscription price for 
non-members, $15.00 per year. Editorial and 
Executive Offices: INTERNATIONAL ADVERTISING 
ASSOCIATION, Hote! Roosevelt, 45th Street and 
Madison Avenue, New York 17, New York, U.S.A. 


© 1961 International Advertising Association. 
Ali Rights Reserved. Return Postage Guaranteed. 


Printed in U.S.A. 





Convention Jottings 


On our first morning in Madrid, we awoke to the 
braying of an ass — what could be more romantic? 


Thus began a hectic week of handshaking—and 
handkissing—of back-slapping, of conversations in six 
different languages as we renewed old friendships and 
made new ones, of newsgathering and of trying to 
cover the European Con- 
ference of IAA for THE IN- 
TERNATIONAL ADVERTISER. 


As soon as the Congress 
ended, we hied ourselves 
to the Riviera, there to col- 
lect our wits and our copi- 
ous notes, to read, evaluate 
and edit reams and reams 
of speeches and prepare 
forthcoming articles. 


Anon—in the December 
issue—we will bring a de- 
tailed report of the pro- 
ceedings; for the nonce we would like merely to jot 
down some random observations. 

Our Spanish hosts did themselves proud: every 
time you returned to your room, you found something 
had been delivered for you—an engraved invitation 
to a party, literature on Spain, a bottle of Jerez, the 
International Edition of the New York Times, half 
a dozen Spanish newspapers, a silk bullfight poster or 
a souvenir. 


The first to effect such special delivery was Count 
A. de Lasta, who managed to slip copies of Business 
Ahead”, Saward Baker Ltd’s house organ, together 
with a special supplement in four languages, under 
the door of every delegate, no matter at what hotel 
he was staying! 





Henry R. Webel 










































Every day, too, we received a copy of the daily 
El Alcazar with a special section in English entitled 
Congress News, edited by Albert Milhado. 


If there is a criticism, it is that there was too much 
of everything, and not enough of one thing: too many 
sessions, too much food, too much entertainment—and 
not enough sleep! 

Whatever happened to the famous siesta custom 
we had heard so much about? Morning sessions lasted 
till 2 p.m. but luncheon was scheduled to start at 
2 p.m. Afternoon sessions started immediately after 
lunch and ended around 8 p.m., at the time for which 
some entertainment had been planned! 

Imagine if Mayor Wagner requisitioned half of 
Central Park for an IAA party and commandeered 
the Sanitation Department Band to give a concert 
there? if we took over Yankee Stadium for an after- 
noon and had the Yanks play an exhibition game just 
for us? if we gave a dinner-dance in Madison Square 
Garden? 


Well that’s just about what happened in Madrid. 
The Municipal Band performed beautifully in a beau- 
tifully illuminated section of Retiro Park, a 1,001- 
Nights-setting, after which we all repaired to a Pavil- 
lion for the Mayor’s Reception. Champagne flowed 
and the waiters kept pressing delicacies on us. Spain’s 
ace bullfighter, Luis Dominguin, killed a bull for us— 
the entire ring had been reserved for the IAA—and 
Victoriano Valencia, who must run him a close second 
in grace and dexterity, was actually wounded, which 
gave Ruescas later an opportunity to say that he “gave 


his blood for the IAA”’. 


Finally, the fabulous banquet, all-night floor show 
and dance which took place on the specially decorated 
Palacio de los Deportes—Madrid’s equivalent of New 
York’s Madison Square Garden. 

To top it off, the sessions took place in the beautiful 
auditorium of the Labor Union, equipped for simul- 
taneous translations from and into French, Spanish, 
German and English. In Toledo, the Mayor invited 
us to a “collation” in the main hall of City Hall. The 
sight of the “groaning” board, a table we estimated 
to be at least 60 feet long, covered with hors d’oeuvres 
and bottles of wine, was truly breathtaking and evoked 
gasps of admiration fronrall the guests. 

We had only one regret: how can we ever repay 
such hospitality? It would simply be impossible to en- 
tertain our Spanish friends on such a scale in New 
York, and it makes us feel so humble. 

Henry R. WEBEL 
Editor 


On the Cover 


“Yemenite Rabbi” — from a color photograph taken by Joseph 
C. Zavatt, a U.S. District Court Judge, on a byway off the main 
road from Jerusalem to Haifa. This picture won the 1960 Grand 
Prize in the international photo contest sponsored by the 
Saturday Review. 
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Putting Israel 
on the Map... 


...is hardly necessary in view of the widespread 
publicity enjoyed, and sometimes suffered, by this tiny 
and turbulent State established only 13 years ago. 
Israel frequently occupies the headlines, and in many 
minds, its image is associated with the spirit of its 
pioneers, a young democracy, a fighting army, a 
medley of languages and a multitude of religions — 
all concentrated on a narrow stretch of land just over 
8,000 sq. miles. 

For the international advertiser, however, Israel 
represents almost unmapped territory. Boasting the 
highest per capita dollar revenue in the entire Near 
East, this dynamic young state enjoys a rising standard 
of living that goes with its rapid industrial develop- 
ment. Relaxation of Government controls on imports 
is opening new channels for the overseas exporter, 
and the increasing keen competition for overseas 
markets makes systematic advertising in Israel almost 
a “must” for foreign trade in this area. 

Nowhere in the world is the population as hetero- 
geneous as in Israel: it ranges from Anglo-Saxon 





investors and immigrants from Poland and Germany 
to primitive Jews from the darkest corners of Arabia 
or North Africa. 

This explains why the 22 dailies published in Israel 
appear in 11 different languages! It also points up the 
complexity of advertising in this market which, al- 
though small both in area (8,000 square miles) and 
in population (2 million) presents many problems, 
due to varied backgrounds and extreme differences in 
economic status. 

Unfortunately, very little market research has been 
done but when THE INTERNATIONAL ADVERTISER 
published a special section (December 1960) on the 
Arab Middle East, it announced that Israel would be 
treated separately in a future issue. We communicated 
with IAA member Eliyahu Tal, President of Tal & 
Ariely Advertising Ltd., Tel Aviv, who collected and 
compiled valuable information from official sources. 
Mr. Tal is quick to stress that the data is far from 
being conclusive and is meant only as a first and mod- 
est step in putting Israel on the map of international 
advertising. 

Space does not permit our publishing the statistics 
he furnished on population, employment, national 
products, imports and exports, but we are glad to pre- 
sent his outline of the advertising picture in Israel. 


MARKETING 
IN ISKAEL 


by Eliyahu Tal 


President 
Tal-Ariely Advertising, Ltd. 


Ex-chairman of the Israel Advertising Association, Mr. Talis well known in international 

business circles. In addition to his professional activities, Mr. Tal has lectured on advertis- 

ing at the Hebrew University and the Israel Management Center, and he 1s the author 
of the only book on advertising published so far in Hebrew. 


WITH EACH passing year the dynamic develop- 
ment of Israel’s economy becomes more marked. 
The most important amongst Israel’s industries are 
foodstuffs, building, textiles and metals. The chemical, 
plastic and electric industries also made good progress 
in recent years. In the barren southern part of the 
country known as the Negev, oil has been struck and 
mining developed. 
Parallel to this all-round development the general 
standard of living is going up. This trend is felt not 
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only in the middle and upper class income brackets 
but also in those of the lower classes. Immigrants 
from Asia and Africa who still live in ‘““Maabaroth” 
(temporary camps) and Arabs in their old villages, 
who till recently did not know how to use electricity 
or gas, now find it most natural to be in possession of 
refrigerators, radios, and other modern home ap- 
pliances. Whereas in the “Kibbutzim” (co-operative 
settlements) pioneer women known for their austere 
and idealistic way of life, start using lipstick. 











A New Potential Market 


The following data released by the Government 
Central Statistic Bureau, give some idea of the poten- 
tial of the local market. 

Israel’s imports during the year 1960 totaled 893 
million IL as against 771 million IL in 1959.* 


Division of Imports according to countries 
(in IL. millions) 


U.S.A. 285.4 Belgium 19.6 
West Germany 127.6 Japan 16.0 
United Kingdom 106.3 Finland 15.8 
France 44.6 Turkey 13.7 
Holland 39.3 Sweden 13.5 
Switzerland 37.5 Canada 12.4 
Italy 24.2 Other countries 164.0 


During the same year Israel exported goods (citrus, 
diamonds, tires, assembled cars, oil and soap, knit 
wear) for a total of 387 million IL as against 321 
million in 1959. 


Division of Exports according to countries 
(in IL. millions) 


United Kingdom 64.9 Hong Kong 13.6 
U.S.A. 52.8 Italy 8.7 
West Germany 47.9 Sweden 8.4 
Belgium 24.1 Jugoslavia 8.4 
Holland 21.9 France 8.0 
Switzerland 20.8 Other countries 91.6 
Turkey 16.1 


The Israeli: A Consumer Portrait 


Israel presents an intricate problem to the advertiser 
because of its heterogeneous population of over 2 
million. Varied backgrounds and extreme differ- 
ences in mentalities make it imperative for any over- 
seas advertiser to study market trends and consumer 
habits. 


* One Israeli pound — U.S. $0.55. 


Two advertisements of Bank Leumi, one in modern style, and... 
now 


at 


60 
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... another one using a primitive approach 


The following data may serve to give a rough 
picture of the diversified Israel population: 

1) Israel is populated by 2,162,500 persons, 1,924,- 
100 of which are Jews. 

2) Oniy 35% of its inhabitants were born in Israel. 
The remainder, immigrants from all over the 
world are roughly divided into two sections: 36% 
hailing from Europe and the Americas, and 29% 
from Asia and Africa. 

3) 39° of the population live in the four major 
cities — Jerusalem, Tel-Aviv, Haifa and Ramat- 
Gan; the others are distributed among townlets, 
villages and “Kibutzim”’. 

4) The characteristic of the Israeli population is its 
young age — mainly in the rural sectors where 
42% of the population is under 16 years of age. 

5) Unlike the U.S.A. and Europe, Israel’s male 
population outnumbers the female by 31 to each 
thousand — a current phenomenon of every land 
of immigration. 

In view of the above, advertising appeals must be 
varied in their adaptation to each sector of the 
population. The local advertiser strives to appeal to 
the refined taste of the settler from Europe or North 
America, who is used to modern advertising appro- 
aches, and to the primitive immigrant from Asia and 
North Africa. Thus, contrasting methods of approach 
and style are applied for the same subject. For in- 
stance, the largest local bank — Bank Leumi le-Israel 
— displays modern and sophisticated ads and posters 
in the urban areas, whilst sending colorful and some- 
how coarse calendars to suit the taste of the Arab 
farmers. 

Another instance: the art director in choosing a 
model for a beauty soap poster has a dilenima — what 
should she look like? Should she be tall and blonde, 
Northern-European style, or a petite brunette from 
Greece or have the glowing dark beauty of the Jewish 
Yemenite girl from Southern Arabia? 





As to purchasing habits — here too one witnesses 
the rapid development which started with the hag- 
gling and bartering at Beer-Sheba’s old market place 
(still a showpiece for every tourist) and reached the 
modern ways of buying at the modern Supermarket 
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-— now operating under the name of Supersol in the 
major cities. Self service has become a habit and a 
third of the population already uses this system — 
an important factor in the development of advertis- 
ing and the furthering of packaging. 


All Business is Local 


This famous American slogan is particularly suited 
to the Israel advertising business. Unlike most other 
countries, Israel has no branch offices of the big over- 
seas advertising agencies. Owing to various factors 
(such as the Arab boycott, Government controls on 
foreign currency and centralized purchasing by gov- 
ernment agencies), the international advertisers do 
not consider Israel as a “must” in their appropria- 
tions. Large corporations, such as Westinghouse, 
General Electric or General Motors which obviously 
do a good deal of business with Israel, exclude it from 
their advertising allocations. Glancing through the 
pages of the local papers one comes across ads at 
random, such as the last series of I.C.I. — one of the 
few world concerns running systematic advertising 
campaigns in Israel. 

The Israeli Advertising Association established in 
1934 is, at present, the sole professional organization 
operating in the country. Its main activities consist 
of raising the professional standards by organizing 
courses, exhibitions and issuing various publications. 
The 80 members of the Association are from all fields, 
ie. heads of agencies, canvassers, publishers’ repres- 
entatives and concessionnaires of certain media. Some 
of them are Public Relations Consultants who now 
have their own local organization, namely the Israel 
Public Relation Consultants Association. In fact, there 
are just about 10 local agencies which are adequately 
staffed with the necessary personnel to provide almost 
complete agency services. 

Leading advertising agencies are Tal & Ariely, Bing 
Lineal Ltd, Dahaf, Gordon-Levinson-Eylon, D. Scha- 
ham, Dr. Jakobson, O. Wallish, Melnik and S. 
Schmidt & Associates. 

Local agencies are faced with the same problem 
existing everywhere, that of acquiring a qualified 
staff. Although the advertising profession is luring 
young men out of the army, the press, and from other 
walks of life, there is a permanent dearth of profes- 
sional people, be it account executives, copy writers 
or layout men. 

There is in Israel a Publishers’ Association which 
looks after the interests of the 22 local dailies. Under 
the auspices of the Manufacturers Association, an 
Advertisers Association is now being established. 


2000 Years ago... 


The Orient may justly be regarded as the cradle of 
advertising. The “Karoz” (Hebrew for town crier) 
appears already in the Book of Daniel, in the Bible. 
However, the use of publicity as a modern tool of 
$e 
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communication started with the establishment of the 
Zionist movement. It was evident that in order to 
spread the idea of “Return to Zion” to the scattered 
Jewish communities throughout the world, modern 
tools of advertising had to be created. Thus, while 
in most countries commercial advertising was the 
forerunner of publicity and public relations, in Israel 
this process was reversed. Genuine commercial 
advertising began with the growth of the new industry 
and kept pace with the economic growth and develop- 
ment of advertising begun after World War II. Here 
the switchover from sellers’ to buyers’ market took 
more time than in Europe or the U.S.A. and there are 
still certain sections of the local economy which are un- 
der control and certain commodities are still in short 
supply. But on the whole, the picture has changed 
and the principle of free competition and free choice 
for the consumer is prevailing almost in every field. 
A glance through the local papers mirrors the change 
that has taken place in the past years: 4 types of 
soups, 5 brands of filter cigarettes, 6 saving schemes 
of various banks are offered to the local consumer 
through large and small-size ads adorned by humorous 
illustrations, photos and teasing headlines. 


The People Of The Press 


The name “The people of the Book’ attributed to 
Jewish people, may well be extended to include “The 
people of the Press’’. 

In Israel, the press occupies the dominant position 
in the advertising field, with 50-60% of total allocation 
going into newsprint. This is due to various factors: 

@ The absence of television and, until recently, 
government control over radio which up to now was 
barred to commercial advertising. 

@ Magazines, which have become more popular in 
recent years so that their share of the advertising vol- 
ume is on the increase, are still a negligible factor as 
compared with the daily press. 

@ The high standard of education prevailing among 
the greater part of the population, in addition to the 
keen interest taken in political affairs even by women 
and youth, combine to make newspapers the main 
source of information. Thus, the lion’s share of ad- 
vertising is left to the press. 

Daily Papers—Most morning papers have four 
pages only, with “Haaretz” and “Davar’’ publishing 
eight pages each. The evening papers carry eight pages, 
but of a smaller size. This limitation of space, however, 
is by no means a disadvantage to the advertiser, as 
most advertisements can be conspicuously placed next 
to editorial columns. On certain days of the week, the 
major papers carry special pages devoted to economic 
affairs. No papers appear on Saturday, this being the 
Sabbath, but the Friday editions have an additional 
eight to ten page supplement with special sections de- 
voted to women, sports, music, art, etc. Circulation of 
the Friday edition exceeds the weekly figure by abt. 
20-30% and, in some cases, even by as much as 40- 
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50%. Most papers are serviced by special full-time 
correspondents in the capitals of the world and by a 
host of regular staff covering the entire country. Judg- 
ing by their standard of journalism and measure of 
influence Israel’s leading papers, in spite of their small 
size, can be compared with the national papers of the 
world. No A.B.C. exists as yet in Israel, and publicly 
audited circulation figures are unavailable. 

However, some newspapers issue circulation figures 
which are checked by their own auditors, as for ex- 
ample: 


Haaretz Hebrew morning appr. 36,200 
Maariv * afternoon ” 73,200 
Yedioth Achronoth evening ” 76,300 


The number of readers per copy is often higher: In 
cooperative enterprises, communal settlements and 
army units one copy is shared by several readers. 
In towns too, the case of two families sharing one 
subscription is by no means uncommon. 


Magazines and Trade Publications 


The popularity of the family illustrated magazines 
has increased in recent years, although their scope 
and technical standards cannot be compared to that 
of their overseas counterparts. Printed on rough paper, 
they do not offer the same possibilities of photo- 
reproduction and color offset enjoyed by the overseas 
“Glossy Magazines’ —-apart from the back-cover 
which is available for four-color offset printing. 

Trade journals are also of much smaller scope 
than similar publications abroad, but in many fields 
such as agriculture, medicine, trade, industry, 
engineering and building, a useful and progressive 
trade press is developing. This trend is illustrated by 
the fact that some overseas advertisers concentrate 
their local advertising entirely in these trade 
magazines. 


Cinema: An Important Medium 


According to UNESCO statistics, the Israeli is 
among the world’s most avid cinemagoer. This 
medium is, therefore, used effectively in the screening 
of advertising filmlets (black & white and color not 
exceeding 3 minutes), animated as well as live-action, 
and publicity slides which are shown during ten- 
minute intermission, in darkness. 

Screenings include, on the average, 2-3 filmlets, 
and 15-20 slides. Every advertising film requires a 
license from the Board of Censors which is granted, 
as a rule, without restrictions, at a nominal fee. Over- 
seas advertisers may use their own films, either with 
added Hebrew subtitles or with synchronized sound 
in Hebrew, supplied by local studios. 

Facilities exist also for the local production of 
Advertising Films, employing Israeli models, artists 
and technicians. In their creative approach, these 
films reach the quality of overseas films, but they lag 


behind as far as technical standards are concerned. 
Production costs are comparatively low. Films are 
usually black & white, as color-films have to be sent 
abroad for developing. 

Another opportunity for screen publicity presents 
itself through the local cinema newsreels, “Carmel 
Herzlia” and “Geva”’, both of which include an 
advertising section. These in rotation cover the whole 
country, reaching over 150 cinemas. 


Now: Radio — Soon: Television 


A recent arrival on the Israeli scene is commercial 
radio, which took its bow on April 4, 1960 with an 
experimental 2-hour period allotted to commercial 
spots between 5-7 p.m. 
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The two scouts of Moses, as featured in an advertisement for Carmel 
Mizrachi Wineries 


Starting November 1, 1960, the commercial pro- 
gram was extended to three hours of Hebrew broad- 
casts and 40 minutes in English, six days a week. 

During the first 9 months, advertising volume 
exceeded IL. 362,000. This immediate success of 
a new and hitherto unknown medium resulted in a 
further extension of the commercial program as of 
April 1, 1961. 

A new factor, the Europe No. | Radio Station, 
has now entered the local field. It is hoped that this 
will help promote radio advertising in Israel and 
later pave the way for television. 
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Direct Mail 


This method of advertising is confronted at the out- 

set by two major obstacles: 

1. The shifting of population in a newly built coun- 
try isso rapid that it is almost impossible to main- 
tain proper mailing lists. Specific mailing lists of 
various professions (physicians, architects, etc.) 
may be obtained through their respective associa- 
tions which agree to include printed matter into 
their trade journals. 

2. Although Hebrew is the official language, any 
mailing in Hebrew alone would not be sufficient. 
Yet there is no possibility of pre-classifying reci- 
pients according to their mother tongue, while 
printing in numerous languages would be too 
costly. Hence this type of advertising is not fre- 
quently used in Israel. 
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Mr. Kleen — the trademark of a locally made detergent, thought up 
by Tal-Ariely long before P & G came out with their “Mr. Clean” 


Outdoor 


Although this is a country of fine weather and sun- 
shine almost throughout the year, outdoor facilities for 
advertising are as yet not fully developed. There is no 
country-wide system of billboards available. In each 
town the municipal advertising department rents space 
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on the municipal billboards for advertising posters not 
exceeding the size of one sheet (70 x 100 cm). Major 
advertisers in Israel erect signs on the highways with 
the restriction of keeping them at a distance of 20 m 
from the center of the road. 


Marketing Channels 


According to information received from the Gen- 
eral Association of Merchants in Israel, shops and oth- 
er retail outlets are divided as follows: 


Distribution of stores according to type 


a) Groceries 5.000 
b) Delicatessen 1.000 
c) Greengrocers 3.300 
d) Bakeries 480 
e) Other types 18.000 

Total 27.780 

Distribution of stores by cities 

a) Tel-Aviv approx. 12.000 
b) Haifa re 4.000 
c) Jerusalem ng 2.000 
d) Other places 7 9.780 

Total 27.780 


Chains of self-service stores have recently been 
opened all over the country, and the first Supermarket, 
owned by a United States and Canadian chain, has 
been operating successfully for over a year. Another 
important network of distribution is constituted by the 
“Zarchaniot”, the local cooperative stores. 

This advent of self-service shopping has greatly 
helped to increase the importance of packaging and 
advertising of foodstuffs and other commodities. 


What is The Annual Expenditure on Advertising? 


The volume of advertising in 1960 is estimated at 
IL. 23,000,000. — (IL. 18.00 is equivalent to $1 at the 
official rate of exchange ). This sum constitutes rough- 
ly %4% of the gross national income. Consequently, 
it can be justly said that advertising in Israel has yet 
a long way to come in order to reach the relative rate 
of 14% — 244% prevailing in some countries. 

The allocation per media is approximatively as 
follows: 


Press 60% (Daily Papers 53%, Magazines 
Cinema 8% & others 7%) 

Radio 3% 

Outdoor 7% 


Direct Mail 7% 
Exhibitions 4% 


Production 6% 
Others 5% 
100% 


(Continued on page 18) 





The Case for the 














Magazines published in the United States have an 
impressive “foreign” circulation of over 15 million, 
as shown in a tabulation compiled by the Magazine 
Publishers Association (MPA), of which our fellow 
member Harry C. Thompson, executive director of 
Newsweek International, is chairman. 

The list is divided into three parts: Magazines spe- 
cially designed to reach audiences abroad, domestic 
publications with an overflow of circulation beyond 
the confines of the United States, and newspapers with 
foreign editions or large foreign circulations. 

The following recapitulation of the international 
circulation figures given for each individual publica- 
tion is impressive indeed: 


} II. FOREIGN CIRCULATION OF USS. 
MAGAZINES’ REGULAR 

DOMESTIC EDITIONS 

A. Representative general magazines 1,502,760 
B. Representative business, technical 


and trade publications 689,228 
C. Representative scholarly 

periodicals 68,541 

Sub-total 2,260,529 


III. FOREIGN CIRCULATION OF 
REPRESENTATIVE USS. 
NEWSPAPERS AND 


NEWSPAPER-MAGAZINES 539,396 
TOTAL FOREIGN CIRCULATION 
j PER ISSUE 15,344,151 


In the first category, truly “international” maga- 
zines, the little giant Reader’s Digest heads the list of 
general magazines, with 9.3 million circulation, fol- 
lowed by the international editions of Life and the 
Popular Mechanics group. 

The International Newsmagazines group includes 
the foreign editions of Time, Newsweek and Vision/ 
Visdo. 

Circulations of the 59 Export Business Magazines 
listed range from 85,237 for América Clinica to 3,107 
for the Foreign Service Journal. 





Foreign 
circulation 
Publications per issue 
I. U.S. MAGAZINES WITH INTER- 
NATIONAL EDITIONS 
A. General magazines 10,722,723 
B. News magazines 995,317 
C. Export business magazines 826,186 
Sub-total 12,544,226 













































U.S. INTERNATIONAL MAGAZINES 


Among Domestic General Magazines, three (Na- 
tional Geographic, Saturday Evening Post and Ladies 
Home Journal) have foreign circulations in excess of 
100,000 per issue (in the case of National Geographic, 
this represents 10% of its total circulation). 


Outstanding Advantages 


In a companion piece, the Magazine Publishers As- 
sociation makes a strong case for the U.S. media 
circulating abroad. Each type of international maga- 
zine, of course, offers its own special advantages to ad- 
vertisers, depending on the kind of emphasis demanded 
by their individual marketing needs, but they all offer 
the prestige of reputable publishers and an assured 
measurement of coverage. 


This “image” of American magazines is just one of 
the many advantages they offer American companies 
that want to sell abroad. Here are some of the other 
jobs U.S. magazines can help accomplish in addition 
to those stated previously : 

1. Provide you with merchandising opportunities. 

2. Avoid “under the counter” deals on rates. 

3. Simplify your media selection — your own ad- 
vertising agency deals with American magazines every 
day. 

4. Ensure your quality of reproduction. 

5. Keep complete control of your advertising. 

6. Save production money. 

7. Make sure your advertisement appears when you 
want it. 

8. Enable you to pay in your own currency. 

9. Be assured of a sound and reliable editorial cli- 
mate for your advertising. 


Sales and Distribution 


The keystone in the case for any advertising must 
always be sales communication with buyers. And the 
farther your customers are from your plant, the more 
important this becomes in the sale of your product, 
service or idea. 

Selling through international magazines can mean 
direct purchasing by individual consumers or purchas- 
ing by officials of corporations or governments. . . or 
the implanting of an idea that will influence other 
tangential areas. International media by their very na- 
ture attract a readership that has the money and/or 
the authority to buy the world’s best. 

Many strong values for advertising in international 
magazines exist in this area: (1) to back up present 
distributors and dealers in many countries through one 


(Continued on page 14) 
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La revista de noticias de mayor circulacion 





*K 


The newsmagazine with the greatest circulatio f 


...oes okay on the advertising front, td 


MOST AD PAGES PER ISSUE AMONG WEEKLIES AND BI-WEEKLIES* 


Total Pages Average | 
Jan.-July '61 per issue | 


Vision (all Spanish Latin America) 
Extra pages for Mexico only 

Visao (for Brazil) 

Time Latin America 

Life en Espanol (all Latin America) 
Extra pages for Caribbean only 


Extra pages for Mexico only 


Source: Printers’ Ink and Advertising Age monthly reports *More pages per month than mon thlies, tc 












































SECOND ONLY TO THE READER’S DIGEST IN TOTAL AD REVENUE 


(First six months of 1961) 





Reader's Digest 
Latin American Editions a $2,068,780 | 


Vision and Visao | 1,842,436 | 
Life en Espanol : 1,488,865 | 


























Time Latin America | 744,863 : | 
Source: The Rome Report of Expenditures FIRST IN BUSINESS AND INDUSTRIAL ADVERTISING INVESTMENT 


in International Media 



















(First six months of 1961) 


Vision and Visao $1,154,280 
Time Latin America 475,567 
Life en Espanol 403,656 
Reader's Digest | 343,995 | 
Latin American Editions 


Source: The Rome Report of Expenditures in International Media 
Categories 10, 11, 20, 21, 22, 23, 24, 25, 26, 27, 28, 29, 30, 31, 32 





lin Latin America 






































FIRST NEWSMAGAZINE IN EVERY CATEGORY BUT TWO* (First six months of 1961) 
Rome Category Vision-Visao Time Rome Category Vision-Visao Time 
Industrial and Business General and Consumer 

10 Aircraft $58,789 $39,100 12 Passenger Automotives} $226,858 $64,448 
11 Commercial Vehicles 96,799 54,850 13 Travel 196,347 113,772 
20 Agriculture 18,455 980 40 Apparel 28,176 2,450 
- 21 Building Materials 29,444 11,275 41 Beer & Liquor 84,129 36,416 
22 Business Services 12,255 2,500 43 Cosmetics 11,395 - 
| 23 Chemicals & Plastics 87,690 13,690 44 Drugs 1,640 _ 
ne 24 Communications 58,086 8,250 45 Food 2,531 ~ 
25 Construction 46 Appliances 12,890 4,380 
& Engineering 45,076 17,000 47 Furnishings 5,143 _ 
| 26 Electrical Machinery 113,742 51,435 48 Jewelry 48,571 22,800 
27 Financial 64,162 59,433 49 Photographic 15,500 - 
28 Industrial Development *50 Retail - 2,765 
& Freight 19,570 9,410 51 Schools & Publishing 10,200 940 
29 Industrial Machinery 308,816 122,538 *52 Smoking Materials 11,720 14,975 
| 30 Lubricants 75,337 38,860 54 Sporting Goods 8,890 3,750 
31 Metals 44,824 24,561 55 TV & Radio VPA bo B | 2,595 
32 Office Equipment 121,235 | 21,685 56 Consumer Miscellaneous 1,815 ~ 
(Sub total) ($1,154,280) ($475,567) Total $1,842,436 . $744,863 

‘: (Nobody thought much of either of us for Confectionery (Cat. 42) or Cleaners (Cat. 53), preferring, quite properly, 

Reader's Digest, Life en Espanol, or Hablemos ) 


Want to see the record for yourself? Call or write any VISION sales office: 


VISION INCORPORATED « Vision Building * 635 Madison Avenue, New York 22, N.Y. * MUrray Hill 8-7500 


Sales offices in New York « Chicago * Los Angeles * San Francisco * London * Frankfurt * Tokyo * Mexico City * Santiago * Sao Paulo * Rio de Janeiro 





advertising purchase — in one currency — and with 
uniform copy; (2) to attract distributors and dealers 
in new areas; (3) to establish a name franchise in a 
market before you are ready to become active in that 
region; (4) to protect your trademark; (5) to build 
your own values into your product name. Interna- 
tional magazines attract distributor/dealer readership 
because they are publications that bring new ideas and 
news of new products from a variety of countries 
simultaneously. 


Corporate Relations 


It is difficult to match the versatility, efficiency and 
economy of international magazines in this sphere. 
Consider: If your international business is a licensing 
operation, your own international advertising can at- 
tract new licensees; help you make a better deal with 
a licensee by building values into your product or 
corporate name; pave the way for his efforts; act as 
your part-time contact with him. 

World trade rests on governments. Tariffs, import 
quotas, labor laws and regulations, financial require- 
ments, currency regulations and many other factors 
are dependent upon the executives and lawmakers in 
every country. 

The need for the international corporation to be 
known to these people is obvious. And like people 
everywhere, they must be “sold” on a company. In- 
ternational advertising can help you win reputation 
and respect in places of government all over the world 

including those where your representatives may not 
be able to call. Furthermore, many of these govern- 
ments are, themselves, large buyers of all types of 
goods and services. 


Financial 


Capital for international ventures can come from 
many sources but the most important are: banks, in- 
surance companies, corporations, business, govern- 
ments, even inter-governmental agencies. Interna- 
tional advertising can play a dominant part here, too, 
because people prefer to lend moncy to organizations 
they know. 


Your reputation can help determine whether you 
get a loan or financial support, what interest will be 
charged, what the cost of underwriting a securities issue 
might be and how well it will be accepted by the in- 
vesting public. 


Advertising in international magazines reaches the 
most important members of the financial community 
in many countries—building corporate stature and set- 
ting the stage for international financing. 


Press Relations 


Every company needs a good press no matter where’ 
it is operating, and the need has a special insistence 
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when you are selling outside of your own country. In- 
ternational advertising will make editors of newspapers 
and producers of radio and television programs aware 
of your company—and its contribution to their coun- 
try—through your products and your way of conduct- 
ing business. By becoming better known, business and 
government contacts come easier for your top exec- 
utives when they travel abroad. Distributors and 
dealers who handle your products and services will be 
given increased stature and accorded greater recogni- 
tion. 


VEEP 208 


You may have asked yourself, “Why use U.S. ma- 
gazines when I wish to sell internationally?” The an- 
swer, possibly, has been supplied by a high-ranking 
authority from a country which is very competitive 
with American manufacturers in the world market- 
place. Sir David Eccles, British Minister of Education, 
recently said this in an address to the British Adver- 
tising Association: 


“Tf Britain is to export more, she must adver- 
tise her goods better in foreign markets. Here we 
suffer under a handicap ... The (American) In- 
ternational Magazines carry the American image 
around the world. But, where are the British in- 
ternational magazines for the general reader? Al- 
though we have some first class magazines going 
around the world ... none fills the bill as an inter- 
national magazine of the kind I have in mind.” 


Obviously, U.S. international magazines have a 
standing and efficiency in the international field that 
is unmatched by the media from any other country. 
As proof, many of these magazines obtain a major share 
of their advertising from companies outside the U.S. 





@ Movierecord, S.A., Madrid, is forming a subsidiary 
in New York and one in Toronto for the distribution 
of European commercial films in the North American 
market. 

= F 


# The Christmas Party of the New York Chapter of 
IAA will take place at the Hotel Sheraton on Decem- 
ber 13. Come one, come all! 








Albert Milhado has been appointed European ad- 
vertising representative of THE INTERNATIONAL AD- 
VERTISER. We feel confident that his efficient, farflung 
organization will be successful in securing substantial 
orders, thus enabling us to give our publication a 
broader, international basis. All inquiries from Euro- 
pean sources should be directed to A. Milhado, Pomp- 
straat 2, Antwerp, Belgium. 
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Creating new campaigns, marketing existing products in new areas - no advertising or 


selling problem is beyond the capabilities or resources of this agency. At Smit's, capable, hard- 


d F working executives and creative staff handle each account with originality, enthusiasm and marked 
d 
e 
- | success. Advertising, T.V., packaging, sales promotion, research - all the activities that go to build 
: vigorous and successful merchandising operations are allied to Smit’s on-the-spot ‘know-how’ of 
4 


European markets. Strategically located in Amsterdam, the gateway to Europe, Smit’s are 
ideally situated to handle accounts both in Holland and throughout the European continent. Smit's 


executives, trained in both American and British agencies, know the capitals of Europe as well as 


in 


they know their own front porches. This assembly of ability adds up to an efficient, well-run advertising 


europe 


} agency which has attracted the attention (and the business) of many leading U.S. accounts. 
smit’s 
Smit’s (say their clients) do a first-rate job because they are always right on top of the job. 


are 


Any U.S. account looking for a home in Holland or Europe can do no better than to 


right 


remember that in Europe leading U.S. accounts are right at home with Smit's. 


on 


Some of the well-known U.S. names at Smit's: Burroughs - Colgate-Palmolive - Ford Motor Co. - 


1 the 


Chesebrough-Pond’s - Kellogg's - Libby’s - Parker Pen Co. - Johnson & Johnson. 


Sp#t 


Smit’ S Advertising 


Amsterdam The Netherlands 


You can read about the agency's development, domestically and world-wide, in their new booklet. 
Cable or write for a copy to: Smit’s Advertising, 1-3 Leidseplein, Amsterdam-C., The Netherlands. 















































A New Dimension 
in Television Audience 


Measurement 


Next month, THE INTERNATIONAL ADVERTISER will 
present a special report by the Research Committee of 
IAA on the services available around the world for 
the measurement of audiences of various media. In 
the following, we give an outline of new techniques 
developed in England to measure the audience of 
TV commercial “breaks”. 


To know just who in fact watches the commercial 
is of critical importance to every TV advertiser. New 
knowledge on this subject may, quite soon, lead to 
new ways of measuring the television audience and 
it is important that the problems and _ possibilities 
should be widely known and discussed. 

For this reason, the London Press Exchange under- 
took an extensive research program, designed specific- 
ally to develop ways of measuring the true audience 
of commercial breaks in England. 

The findings below derive from a series of pilot 
studies, an inquiry based on 11,000 interviews; the 
latter lead to 1,450 intensive interviews with house- 
wives who do not go out to work and who qualified 
as TV viewers. All the findings quoted below relate to 
this latter sample of ‘non-working housewives’ and 
to weekday transmission times between 5.45 and 
9.00 p.m. 

These are the main technical conclusions: 


1. There are large differences between the num- 
ber of people viewing a program and the num- 
ber who actually see the relevant commercial 
breaks. 

Most people have assumed this for some time, and 
it is clearly suggested by studies of what the people 
who claim to view a program are in fact doing 
during the relevant commercial breaks (that is, from 
‘behavior’ studies). 

The LPE surveys suggest that at least two-thirds 
on the program audience are doing something else, 
besides watching TV, during the commercial breaks. 
At certain times of the day, as many as 80% of the 
viewers are engaged in other activities. 

The numbers of ‘“‘viewers” who are in fact out of 
the room during part or all of the advertisement 
break ranges from 18% to as many as 30%. Clearly, 


16 * INTERNATIONAL ADVERTISER * OCTOBER 1961 








it is unwise to take “program viewers’ too literally 
as a measure of the advertisement audience. 


2. It seems possible to measure “behavior” during 
commercial breaks by interviewing on the fol- 
lowing day. 
Granted the importance of viewers’ behavior dur- 
ing the commercial breaks, it became critical to 
develop a technique for measuring this which 
(a) could be used conveniently and economically 
on a large scale 

b) would give information reliable and complete 
enough to be of real use in the day-to-day 
planning of TV campaigns. 

Techniques which have to rely on coincidental 
interviews have severe limitations in achieving such 
ends — partly because they cannot provide any 
information on transmissions during the later part 
of the evening. 

One of the most important LPE results is therefore 
the development of a technique for the accurately 
measuring, in the morning, of the behavior of viewers 
during the preceding evening’s commercial breaks. 

LPE is not releasing full details of its technique 
until the research program has been completed, but 
the following comparison indicates the accuracy of 
which this is capable: 





‘Program viewers’ engaged in other activities 
while watching TV: 
breakdown by activities at the breaks 


Evening Next morning 
interviews interviews 
Jeo To 
Knitting /sewing /darning 30 32 
Domestic chores 19 15 
Preparing food or drink 13 13 
Activity with children 8 7 
Eating 7 6 
Reading or writing 6 7 
Talking, entertaining 7 9 
Ironing 1 2 
Other activities 6 6 
Don’t know 3 3 
100 100 





3. While ‘behavior’ information helps to make 
program viewing data very much more mean- 
ingful, such measures on their own will still not 
be adequate. 

The new technique involves the recall by program 
viewers of commercials that had appeared. The 
recall aids used (involving carefully selected ‘“‘false” 
commercials) produced results which appear to have 
successfully overcome the usual stumbling blocks 
associated with ‘advertisement recall’ measures. 

That no precise use can be made of behavior figures 
unless a definite “attention value” is given to each 




















ing example. 


behavior category can be demonstrated by the follow- 


The following table shows the effect of interest on 
behavior during the commercial break. 





Time Segments 
X Y Z 
% Program viewers in the 
room for the commercial 
break 67 74 79 
(Index: Segment X = 100) (100) (110) (118) 
% Program viewers viewing 
only during the break (i.e. 
not also doing something 
else like knitting,eatingetc.) 19 31 36 
(Index: Segment X = 100) (100) (163) (189) 





Behavior during break High Low 
Interest Interest 
Programs Programs 
To To 
Viewing only 35 23 
Sitting viewing, but also engaged 
in other activity 34 40 
In the room, but not sitting 6 11 
Out of the room for all or part 
of the break 23 25 
Don’t know 2 1 





In this example the relative advantage of segment 
Z over segment X is far greater if “viewers who were 
viewing only” during the break is taken (189 to 100) 
than if all those in the room for part of the commercial 
break are taken (118 to 100). The balance struck 
must depend on the exact attention value given to 
each behavior category. For example, we have to 
know to what extent a small audience, most of whom 
are just watching TV, may be worth more than a 
larger audience, many of whom are combining watch- 
ing TV with other more or less distracting activities. 

While behavior is indeed related to the “attention 
given to commercials”, the attention given by people 
falling into a single behavior category seems to vary 
significantly across time. This means that behavior 
measures may miss some important changes in the 
attention given to commercials at different times of 
the day. For example: 





Time Segment Time Segment 
Percent of X Y 
commercials 
recalled by 
program view- 
ers who were 


‘viewing only’ 40 51 
‘knitting/ 
sewing /darn- 
ing’ 29 47 





The attention given to commercials by viewers 
taking part in certain activities at the time of the 
break does not appear to be consistent at different 
times; indications of attention other than behavior 
alone must therefore be sought. 


4. It would seem that the attention a viewer gives 
to a commercial break is largely determined by 
his interest in the program around it. 

It was considered likely that the viewer’s interest 
in the program would have a significant effect on 
his behavior during the related commercial break and 
on his ability to remember the commercials. Both 
were strongly borne out by the findings. 





This finding is important, because if behavior is 
seriously affected by “interest in programme” (as it 
is) any measure of the advertisement audience based 
on “behavior” would have to be conducted every 
time there is an important program change. This is 
likely to be impractical. It might, however, be 
comparatively easy to provide “interest” ratings for 
each and every program. 


Corrections, please! 


The Foundation for the Advancement of Interna- 
tional Business Administration which prepared the 
survey of international advertising expenditures which 
appeared in the August issue of THE INTERNATIONAL 
ADVERTISER apparently “got in Dutch” as far as the 
figures for The Netherlands are concerned. 

Dr. John Fayerweather, executive director of 
FAIBA, advises us that several inaccuracies slipped 
in, and we suggest that our readers make the follow- 
ing corrections: 

Ia. Newspapers (1958) ..... 142 million florins 

Ib. Trade Papers (1959) ....38.4 million florins 

III. Cinema (1959) ......... 6 million florins 

Production costs included in each item: 12% for 
newspapers, 20% for trade papers and 33% for 
cinema. 

The Research Committee of IAA also regrets that 
the name of Paul Erdos, one of its most conscientious 
members, was inadvertently omitted from the list of 
those who contributed their time and effort to this 
project. 

A William Simpson Jr., is the president and pub- 
lisher of E] Farmacéutico, now located at 489 Fifth 
Avenue, New York, and Robert de Ramery is respons- 
ible for the editorial direction of the publication. A 
previous announcement, received from another source 
and published in our August issue, gave the impression 
that de Ramery was the publisher. 


NEXT MONTH 
A comprehensive report and list of services avail- 
able around the world for the measurement of printed 
media, radio and television audiences, will be in- 
corporated in the November issue of THE INTERNA- 
TIONAL ADVERTISER. 
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PERSONAL NOTES 





@ Noble Advertising, Mexico advertising agency, has 
merged with Young & Rubicam which has operated 
an office in Mexico City since 1945. The deal may be 
the forerunner of similar moves by Y & R in Latin 
America. Both Ed Noble, who founded the agency 
bearing his name ten years ago, and “Mike” Martinez, 
manager of Y & R’s Mexico office, are members of 
IAA. Noble will be president of the combined agency. 
x 


@ Oscar Cornejo, a vice-president and director of our 
Association, has been named Director of Sales for 
Worldwide Broadcasting’s WRUL. He was previously 
account manager in the international department of 
the Cunningham & Walsh advertising agency. 

# 


@ Russell F. Anderson has been named director of 
European Operations for the publications division of 
the McGraw Hill Publishing Company, with head- 
quarters in London. 








MEDIA NOTES 





@ Effective with the October 1961 issue, the name 
of McGraw Hill’s The American Automobile has been 
changed to Automobile International, and the Span- 7 
ish edition to Automovil Internacional. 
Qo 

@ The name of the Spanish language industrial export 
publication Revista Industrial has been changed to 
Reportero Industrial. 
































@ De Arberdspers of Amsterdam, publishers of the na- 
tional daily newspaper Het Vrije Volk (The Free 
People) and the weekly Radio-TV Guide, have ap- 
pointed the N. DeFilippes Company as sales represen- 
tatives for the U.S. and Canada. 
e 

@ Motrix, automotive service magazine for Latin 
America, has moved its headquarters from Mexico 
City to the Seybold Building, Miami, Fla. Jose Olive- 
ra, publisher, announces that coverage has now been 
increased to include all of Latin America. 































Marketing in Israel 


(Continued from page 10) 
Above figures are near estimates since local adver- 
tisers are not in the habit of making their expenditure 
on advertising public. 


Some of our local headaches 


Headache No. | is the Babel of Languages. Al- 
though Hebrew is the language of the street as well 
as of the stage, the mother tongue of already many 
generations of Israelis and the only official one, the 
advertiser who wishes to reach the entire population 
must use at least five languages, in addition to He- 
brew. This entails difficulties for the copywriter but, 
even more so, for the layoutman. In contrast to the 
Latin alphabet, Hebrew reads from right to left, 
so that there are many problems concerning compo- 
sition (artwork v. copy, overcrowding of bilingual 
pages in printed matter, direction of drawing in re- 
lation to copy, etc.). 

To this, add the problem of typography. Though 
Hebrew was a dead language for all but the Bible 
student and the worshipper, it was quickly adapted, 
after its revival, for modern use. The accompanying 
evolution of its typography however, could not keep 
pace with the rapid development of the language 
itself as a modern means of mass communications. 
The antiquated and rigid type has to be re-designed 
to meet requirements of modern printing techniques. 
Much has already been achieved in this field, but 
Hebrew typography still has a long way to go to 
attain the richness and variety one finds in Latin 
characters. 
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The copywriter has to be a linguist with creative 
talents thrown in for good measure: he has to know 
to a shade of a meaning the phrase that will “sell” 
an Electric Appliance to the American immigrant in 
English, and then, in Hebrew, to the second-genera- 
tion Israeli. He has to “dream up” a trade-name for 
a new radio or cigarette that will appeal to readers 9 
of at least five languages, and be understandable and 
legible to more. Proofreading becomes a specialty, 
and — correspondingly — correction marks are not 
always understood the same way in every language. 

All those difficulties, however, make for a greater 
effort to create the “all around” effective ad that 
will stand the test of exposure to so variegated a 
reading public. The professional level reached by 
newspaper advertising must be complimented, al- 
though production costs are naturally higher in view 
of the local set up. While no typical “Israeli” style 
in advertising has had time to emerge as yet, there 
is a definite tendency towards the creation of such 
a style by going back to the Bible and Jewish tra- 
dition. This is noticeable in various fields. Some of § 
the best-known trademarks are based on Biblical 
motifs, e.g. The two scouts of Moses, carrying the 
cluster of grapes between them, became the trade- 
mark for “Carmel Oriental” wine-cellars. 

Names of Biblical origin, such as “Samson”, 
“Carmel”, “Eden” etc. cover a wide range of products 
from cheese to cement. 


In view of the local set up, the overseas advertiser 
is well advised to consult a competent Israeli agen- 
cy, so as to avoid pitfalls and to ensure maximum 
utilization of his allocation in a form and content 
appealing to the Israeli consumer. 





>» 








‘ 


a 


Ps 7 


- { : 
; 7 al a ~ ” 
~ ; * “y ~ — — 


MORE on MADRID... 


(See also Editorial on page 5) 


They came from as far as Hong Kong and New 
Zealand, from India and Pakistan, from Panama and 
the Philippines—well over 900 delegates and their 
ladies from 33 countries! 

The largest foreign contingent (89) was from Great 
Britain, followed by France (59) Holland (45) Swe- 
den and the United States (44 each), Switzerland 
(27) and Italy (21). 

Largest delegations in comparison to the popula- 
tions of their respective countries came from Belgium, 
Denmark, Finland, Greece, Lebanon and Norway 
(10-15 each). On the other hand, Germany made a 
disappointing showing with only 20 delegates, a poor 
representation considering the high degree of develop- 
ment of advertising in that country. 

The roster shows 418 entries from Spain, a fact 
which not only attests to the growing interest in ad- 
vertising in our host country, but also is a personal 
tribute to the popularity of the organizer of the Con- 
gress, “Paco” Ruescas, and the high degree of esteem 
in which he is held by his colleagues. 

The Mexican delegation seemed particularly im- 
pressed with the fullness of the program. Realizing, of 
course, that this was strictly a European Conference 
and that it would have been out of order to discuss 
advertising in other parts of the world, some expressed 
the hope that a similar Convention, devoted to Latin 
America, would be held, possibly in Mexico. 

We have no doubt, in view of the lavishness of it 
all—let us not forget the baskets of goodies and flowers 
for all the ladies (but why had a tiny Toledo dagger 
been tucked into the hampers, for protection against 
over-zealous caballeros, or to keep the husbands from 
flirting with the schoritas?)—-we have no doubt, we 


In a tti reminiscent of the 





United Nations, Chairman F. Garcia 
Ruescas opens the 1961 European 
conference of the International Ad- 


vertising Association 





































said, that Paco Ruescas and the co-sponsoring Spanish 
agencies dug deep into their own pockets to make up 
the deficit. 

One constructive suggestion which echoes comments 
generally heard, and which the organizers of future 
conferences certainly will have in mind: there were 
lots of speeches, but no discussion groups, no questions 
from the floor, no opportunity to find out how specific 
problems are handled in other countries. Even the 
“panel” session on Thursday consisted of just more 
speeches. 

Perhaps the most successful features of our World 
Congresses in New York have been the give-and-take 
discussions, and this formula might well be followed 
at the European Conferences. 

Also, since there were so many speakers, why sched- 
ule some more at the luncheons? The excellent address 
of Dr. Schwenzner of Germany, which certainly had 
taken a lot of effort and research in preparation, was 
lost in the inevitable hubbub of conversations. (To 
make up for it, THe INTERNATIONAL ADVERTISER will 
report it in full in December). 

The impromptu, light hearted, humorous talk our 
friend de Kempenaer gave us at the second day lun- 
cheon, in the absence of the scheduled speaker, and 


The Congress closed on a festive note at a gala banquet in the 
Sports Palace. 








































































IAA President Elmo C. Wilson addresses a special meeting of 
European Council members 


consisting entirely of well chosen stories, was a much 
more fortunate one. 


We wish we could have met and interviewed each 
and everyone of the delegates—and each and everyone 
of the ladies present !—and we wish we could bring you 
a word from all of them. Neither time there nor space 
now permit this. 


However, we could be remiss if we did not give our 
thanks to those who entertained us all at private 
parties: Reader’s Digest at the Palace, Movierecord 
at Cine Carlos III, Guba Publicidad at Casa Suecia 
and Garcia Ruescas at the Ritz. 


There is one group of people for whom we feel 
really sorry: it is our Swedish friends who have as- 
sumed the responsibility to hold the 1963 Conference 
in their own country. It is hard to conceive how they 
could surpass or even equal what we were offered in 
Madrid. 


Sourires d’Espagne 


The wives of our “Congressmen” arrived with a 
smile and left Spain with a smile, according to Mme. 
Claire Thibaud, the charming wife of our able Paris 
correspondent, the publisher of Actualités Publicitaires. 
She “‘saw” the Congress for us through feminine eyes, 
and here are her impressions. 


“Best of all, we were given some time for shopping! 
Beyond that, the Committee saw to it that we were 
fed, entertained and generally kept busy, while our 
husbands were hard at work. 
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‘The visit to the Prado was a whirlwind tour, but 
then, as the guide told us, it would take all day just 
to count the 3,000 paintings! At the Royal Palace, 
we particularly admired the gorgeous tapestries, which 
have retained their original brilliant colors due; it 
seems, to the dryness of the climate. 


“In Madrid we lived more by night than by day, 
and on our first evening we thoroughly enjoyed the 
Retiro Gardens with its trees bathed in green lights, 
where the Mayor gave us a wonderful reception. Many 
of us did not “retire” from El Retiro until 4 a.m. 


“Still, we had to be up bright and early for a trip 
to El Escurial, the splendid and yet depressing palace 
where we walked for miles and miles until my feet 
ached so that I had to carry my shoes! There were 
hundreds of us women at the luncheon, and yet it was 
less noisy than when our husbands are there, which 
shows that we are not as talkative as they say. 

‘After lunch, we went to see El Valle de los Caidos, 
a truly grand monument to the memory of those who 
fell in the Spanish Civil War. The day ended (very 
late in the night) watching Antonio and his splendid 
ballet. Such colors! Such rythm! Such passion! 


“Our respective males joined us the next day on the 
trip to Toledo, the synagogue, the E] Greco Home and 
museum, the ornate Cathedral with its lavish treasures 
of jewels and of paintings. 

“We'll all rave about Spain, but there is one thing 
most of us, men and women alike, thoroughly disliked, 
and that was the corrida. Yet, although we were 
privileged to watch two of the most skillfull bull- 
fighters, there’s no doubt our sentiments were all on 
the side of the bull, except, in my case, when my own 
husband stepped into the arena with a group of 
delegates who had volunteered to try their skill with 
the muleta. True, it was a very young bull, but when 
it charged, I let the Spaniards laugh—I didn’t! Even 
a young bull has sharp horns! 


“The festivities ended with a banquet at the Sports 
Palace, attended by some 1000 people, and a show of 
Spanish folk-dances, after which some of us danced 
till 5 a.m. 


“Three days go by very fast, but these 3 days will 
long remain in our memories.” 


Henri Hénault and Henri Jégu, both of Paris, chatting with Sylvan 
Barnet of New York 































1962 — 1963 — 1964... 


At the luncheon F. Garcia Ruescas gave the re- 
gional chairmen of the European Council as a pre- 
convention activity, Jonkheer W. van Andringa de 
Kempenaer unfolded a very exciting project of a 
1962 mid-summer Convention Cruise from Rotterdam 
to Bergen in the Norwegian Fjords on the luxury ship 
Nieuw Amsterdam. This would be arranged in co- 
operation with the Netherlands Advertising Associa- 
tion. 

The directors of the European Council have ap- 
proved the idea, and it is expected that many of our 
members from non-European countries will also avail 
themselves of this wonderful opportunity and of the 
advantageous rates offered by the Holland-America 
Line. 

Goran Tamm extended an invitation to the Coun- 
cil to hold its bi-annual Conference in Sweden in 
1963. This was accepted unanimously by the directors 
present, and IAA President Elmo Wilson suggested 
that our World Congress, which traditionally has al- 
ways been held in the U.S., might well take place in 
Europe that year in co-operation with the Council. 

The suggestion was greeted with enthusiasm and 
deep appreciation, and Mr. Wilson promised to sub- 
mit it to the Board of Directors in New York. 

Rudolf Farner stated that the Swiss National Exhibit 
will be held in Lausanne in the Spring of 1964. This 
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Our genial hosts, Mr. & Mrs. =. G. Ruescas, welcoming Mr. |. Nagai, 
a delegate from Tokyo 


event takes place only every 25 years and is of un- 
usual interest. As a matter of fact, ““Faench” pointed 
out that the last two—1914 and 1939—coincided with 
the two world wars. If this is an omen, then we are at 
least assured that the world will be at peace for the 
next three years! 

That being an off year as far as European confer- 
ences are concerned, Farner suggested that a special 
regional project be considered, to which the Swiss 
Chapter would invite the other IAA chapters. 

We will keep our readers informed of further de- 
velopment regarding these coming events. 
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Bouquets: “Paco” Ruescas and “Faench” Farner congratulate each 
other at the close of a most successful convention 







































With our “Congressmen” 


Paul Baratte, commenting on the parched earth 
and the fact that the country badly needs rain, expres- 
sed the wish that advertising be the magic rain which 
will help the Spanish economy blossom. He also sug- 
gested that young Spaniards be invited to see the way 
of life of other countries and that more foreign man- 
ufacturers exhibit their products in Spain, “so that 
somehow progress may prevail over restrictive and 
protective regulations.” 

eo 

J. da Cunha went straight from the Convention to 
Ghana and Nigeria to look after the campaigns of 
some of his clients. 

Fuad Pharaon, who headed a very large delegation 
from Lebanon, is making plans for the establishment 
of an IAA Chapter in his country, and Mounir Takchi 
has already been designated as president. Both assured 
us they will have over 40 members in Lebanon within 
a year. Congratulations and best wishes! 

% 

Mr. Nehmati told us he was going to cable a report 
of the proceedings to Iran for broadcasting on the 
Teheran station. 

? 

Jonas S. K. Schiotz, of the Allers Familie Journal 
had the right idea: he decided to stay in Madrid with 
his wife and daughter for another week of sightsee- 
ing... and resting up! 

4 

Nick Vink of Holland and George Theophilopou- 
los of Greece were both on their honeymoon. How 
they could keep their minds on the Convention is be- 
yond us! 
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on " Hacienda — 


GENERATES 
“BUYING POWER” 
ACTION 


Read regularly by wealthy agricul- 
turalists throughout Latin America 
—individuals who ACT on buying 
decisions. NO WASTE CIRCULATION 
among groups without purchasing 
authority ... an important PLUS to 
help you SELL this rich and dynamic 
market . . . a select “top-of-the- 
market” audience. 


AUDITED CIRCULATION 


ONLY audited paid circulation pub- 
lication serving agriculture in this 
area—subscription price, $4.00 per 
year. 

OLDEST paid circulation publication 
in export—56-year record of UN- 
INTERRUPTED monthly publication— 
over 650 issues to date. 


QUALITY READERSHIP 


Published in Spanish for “hacenda- 
dos’’—leading landowners and ranch- 
ers—men active in agro-industrial 
fields, commerce and government. 
Coverage of ALL prominent dealer- 
distributors—some have been PAID 
subscribers since 1905. 


OUTSTANDING PRESENTATION 


Finest printing, famous four-color 
covers, complete editorial coverage, 
non-political current, informative 
editorial relating to the land and 
industry allied with the land. 

Four SOURCES & RESOURCES issues 
published yearly.— with Buyer’s 
Guides — concentrating on specific 
phases of agriculture and allied in- 
dustries. 

TOP agricultural authorities—located 
IN THE LA HACIENDA MARKET AREA 
—comprise a WORKING Board of 
Editorial Consultants. 


RELIABILITY 


Every survey, conducted to deter- 
mine publication effectiveness in the 
Latin American agricultural field, has 
PROVED the superiority of LA HA- 
CIENDA over ALL other publications 
circulating in this market—whatever 
their circulation. 

“Proud Company” advertisers like 
American Cyanamid, Link-Belt, 
Grace, Shell, Caterpillar, Goodyear, 
Allis-Chalmers, U. S. Steel, Firestone, 
Bethlehem Steel, Esso, IHC, Texaco, 
Monsanto and a host of other “‘blue- 
chip” firms. 


WRITE FOR RATES & DATA 


La Hacienda Co. 
20 Vesey Street 
New York 7, N. Y. 
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miscellanews 


@ Dillon, Agnew & Marton, Inc. 
is the new name for Dillon Agnew 
Associates, New York international 
direct mail consulting and produc- 
tion firm. The change reflects the 
inclusion in the corporation’s name 
of Howard M. Marton, who joined 
the firm in 1958. The new company 
name will also be adopted by the 
firm’s overseas branches in Holland 
and London. 


e 


@ The 25th Chicago World Trade 
Conference has been scheduled for 
February 26 and 27, 1962, at the 
Pick-Congress Hotel. The meeting 
is sponsored jointly by the Interna- 
tional Trade Club of Chicago and 
the Chicago Association of Com- 
merce and Industry. 


e 


@ Peter P. Isaza & Associates, In- 
ternational Marketing and Invest- 
ment Consultants, has been organ- 
ized by Peter P. Isaza who retired 
on September Ist as International 
Vice-President of Chesebrough- 
Pond’s Inc., after an association of 
18 years with that firm. 
@ 


e “Hot” News: A. self-lighting 
cigarette has been developed by the 
Continental Tobacco Company. 
The cigarette tip can be ignited by 
gently rubbing the treated end on 
the specially impregnated surface 
printed on the sides of the package, 
causing the entire end to glow even- 
ly into a light which does not re- 
quire accelerated puffing to keep 
it lit. It does not produce a flame 
and can be ignited under all 
weather conditions. 


@ 


@ Gocdyear International Corpora- 
tion has appointed Barnet & Reef 
Associates, New York, and its in- 
ternational organization, P. R. In- 
ternational, Inc., for world-wide 
public relations activities. 
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covers acarefully selected manage. 
ment level having buying and speci. 
fying influence, with distribution of 
more than 6,000 in the Eastern 
Hemisphere (Europe, Africa, Mid. 


dle East, and Pacific areas). 





COMBINAT 
WO PUBLICATIONS 





A similar depth penetration of buy- 
ing and specifying influences in 
Latin America, with distribution 
over 6,000 in Western Hemisphere 
(Mexico, Central America, and 
South America) are covered by 
PETROLEO INTERAMERICANO. 


PETROLEO. 
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For the 
Latin American 
Market 


Both issued by — 
The Petroleum Publishing Company 
P. O. Box 1260 Tulsa 1, Oklahoma 


Publishers of ; 
THE OIL and GAS JOURNAL 4 
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VERSATILE? 
DEPENDABLE? 

EFFECTIVE? 

UBIQUITOUS? 


Yes on all counts, he’s useful to anyone active in business, his reputation is jealously guarded, his ability to 
get things done is unquestioned, and he’s everywhere you would expect to find him, at the right time. You 
could use him now. 





Year in and year out, the FINANCIAL TIMES carries more foreign advertising than any other European 
national daily newspaper; an indication of the extent to which its outstanding ability to reach top management 
everywhere is appreciated by advertisers throughout the world. 


The FINANCIAL TIMES is not only one of the world’s great newspapers, it is also the only European daily to 
specialise in the coverage of all aspects of world business. This makes it indispensable to leaders of world 
industry, and to leading industrial advertisers. 


Better business begins with THE FINANCIAL TIMES 
HEE For further details please write to: 


The Foreign Manager 


INTRODUCTORY SUBSCRIPTION* THE FINANCIAL TIMES 
See for yourself why so many of the Bracken House, 
world’s major international advertisers 10 Cannon Street, 
use THE FINANCIAL TIMES. London, E.C.4. 


i Please send mea free copy of the Financial Times every day for three months* i 


SII sini icites iilssaicclaehalalaeelaanmieiinamenined DUIIUE: .ssivssnciccacisonseinspiddbeitentndadsbniseetbien tuacoammaGanenaain i 
i RD hii cnctishanccchaiainetiibaiieeincianmnndaiasinalin I iirtiictcrectnndsasntiicinimninoceibentaniamamaianae 1 
IIIIIN isle eaiseiaistbeibiteipiielansiaeniiadaaaaden IE os cunvisdcienccqiinntireenteanbiataaibainiedaaaeninbeanianeaal 
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*Available only to IAA members. 
















How to prepare for 
international advertising decisions 
in 5 minutes... 


You don’t have the time—or the inclination—to wade 
through piles of research or rate cards. Yet you must 
have a clear idea about good places and different ways to 
advertise effectively overseas. 





Here’s the answer. All the basic facts you need in one 
folder. All the latest information, condensed, summarized 
and laid out for quick comparisons. With this alone, you 
have a sound basis for approving—or disapproving—your 
company’s overseas advertising plans. 


Send for this free folder: 


“The Who's Who (and what's what) 
of International Magazines” 


Just send your name and address to Mr. David Cogswell, 
Reader’s Digest, 270 Park Avenue, New York 17, N.Y.—and ask 
for the International Facts Folder. 


INTERNATIONAL CIRCULATION 


“—_ 
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